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Missouri Division of Tourism MIssefu RI 
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We area skilled team of... 


Marketers, communicators, public-relations leaders, 
researchers, film-industry specialists and front-line 
staff backed by a highly qualified financial team, 
supported by a marketing agency of record and 
guided by a 10-member commission, striving to 
promote Missouri as one of America’s leading travel 
destinations. 


Promoting Missouri requires... 


Use of strategic, comprehensive and research-based 
integrated marketing programs that highlight the 
diversity of destinations and attractions in Missour1 = 
to drive awareness of and engagement with the ss ~~ ieee 
statewide travel industry. Ss oat : 
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We accomplish this by... 


Utilizing outlets from traditional mediums (TV, print) 
to online resources (paid search, digital and social media) 
and supporting a matching-grants program for DMOs. 


- MDT maximizes the frequency and reach of messages 
in select markets that have demonstrated the greatest 
impact on Missouri's economy. 


- MDT"s marketing is aligned in accordance with the 
PESO model — Paid, Earned, Shared and Owned. 


And we doit because... 


Travel is vital to the Show-Me State, contributing more 
than $26.7 billion in taxable sales for the 45 tourism-related 
NAICS codes when combining FY19 and FY20, while 
employing an average of 291,966 Missourians in each 

of the last two fiscal years. 


MISSOURI 


FY20 — Topline Numbers Ricci 





$14.5 $12.6 


billion billion 
economic impact in taxable sales 


2.06 


million 
website visits 





36.3 


million 
Visitors 


_—e 312/396 


in state tax revenues Welcome Center visitors 


#1.2¢ revenue for every 219,602 


dollar in MDT’s budget Missourians employed in tourism 









Data from Tourism Economics FY20 Missouri Economic Impact Report, Missouri Department of Revenue, Missouri Department of Labor and Industrial Relations, and Google Analytics 


FY20 — July 1, 2019 to June 30, 2020 MIsstfur 
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Visitors and Spending 


In FY20, 36.3 million visitors spent $12.6 billion in the 45 tourism- 
related NAICS codes. These totals represent a 15% decline in visitation 
and 11% drop in NAICS spending from FY19. Declines were attributed 
to COVID-19’s impact in Q3 and Q4. 





Fiscal Contributions 


Tourism in Missouri generated $1.2 billion in local and state tax 
revenues in FY20O, offsetting the average household tax burden by 
$491 per household. When federal taxes are added, tourism 

generated $2.0 billion, a 19% decline from FY19. 


Data from Tourism Economics FY20 Economie Impact Report for Missouri 


FY20 — July 1, 2019 to June 30, 2020 MIsscur 
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Employment Generator 


Tourism-related industries provided 279,602 jobs in FY20, an 8.1% decrease 
from FY19. Lodging, food-service and entertainment industries saw significant 
job losses due to COVID-19’s impact on travel. Approximately 7.5% (1 in 13) 

of all jobs were in tourism-related industries in FY20. 





Visitor Makeup 


Nearly two-thirds of visitors stayed overnight (63.8%), and 85.7% came for leisure. © 
About 43% of Missouri's visitors are from in-state (travels 50+ miles, one way, 

from home and/or stays overnight at a destination). Day-trippers spent about $91 _ 
per person per day; overnight visitors spent about $108 per person per day, down 

from $290 per person per day in FY19 due to COVID-related restrictions. 








Data from Tourism Economics FY20 Economie Impact Report for Missouri 





FY20 PROGRAM ie 
UPDATES 


AND COVID-19 RESPONSE 
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FY19 to FY20 Comparison Indicates $1.6B Loss 


$16.0 
$14.0 $13.8B $14.2B 
$12.6B 


$12.0 ———— $$ | ee 
$10.0 


$8.0 


IN BILLIONS 


$6.0 


$4.0 


$2.0 | $3.7 





$0.0 


FY18 FY19 FY20 


gw Qtr 1 gQtr2 Be Qtr 3 Qtr4 


Sales statistics provided hy the Missouri Department of Revenue 


In-State and Regional Travel Is Key MISSoURI 
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30% OD 
18M 


Missouri Source Markets 


by Share of Visitation 

Less than 0.7% 

0.7% to <1.0%o 

it _ . & 1.0% to <2.0% 


@ 2.0% to <6.0% 


® More than 6.0% 





Note: Figures reflect TravelfrakAmerica data applied to Missourt visitor volume generated hy Tourism Economies; two years of combined [ravelfrakAmerica data to generate a larger sample 


Creative Development 





MDT began FY20 with a new contracted agency of record, 
OBP (Osborn Barr Paramore), and a new creative 
Campaign was atop priority. 


Transitional ads ran through fall, and holiday and winter 
Campaigns were intended to serve as a bridge to the new 
work. MDT’s research group coordinated focus groups in 
four markets (Des Moines, Dallas, Nashville and St. Louis) 
to test campaign concepts. 


Additional online focus groups further refined the new 
creative by identifying attributes that a spokesperson 
should exhibit. 


Where travel advertising normally would begin in spring, 
MDT paused campaigns due to COVID-19. When paid 
media resumed, rather than the traditional call to action, 
this campaign used “When you're ready, we'll be here” 
messaging that aligned with consumer sentiment. 
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Public Relations MIsseuRI 
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Several travel writers were hosted in the first half of 
the fiscal Year, resulting in earned media coverage Home -+ Tripldeas -- Nature Travel 


including USA Today, Chicago Tribune and Midwest 10 Best Float Trips in Missouri 
Living, among others. . oe aon - oe 

for Beautiful Views and Serene 
Road trips and outdoor experiences were the top 


| | | Waters 
requests from journalists as COVID’s impact . 
expanded, particularly in O3 and O4. The re has These scenic float trips in Missouri are perfect for a serene day trip or days-long 
continued to be interest from journalists looking eee 
for stories related to safe travel. 


BY ELIZABETH RHODES AUGUST 29, 2020 








The ability to provide journalists with quality save 
photography and video assets proved beneficial , 
in getting placement. _ 


























Organic Social Media MISSOURI 
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visitmo « Follow 
# Arrowhead Stadium 


ORGANIC PERFORMANCE WEBSITE TRAFFIC FROM ORGANIC 


8,824,94] 3.11% 00:01:22 


; + visitmo They did it! Congrats @chiefs 
. and all of #ChiefsKingdom! 


mi: @classicdake @kygreggphoto 
@being_bethie (Jan 2020) 





IMPRESSIONS AVG. ENGAGEMENT RATE AVG. SESSION DURATION 
-41% YoY -0.15% YoY +36.97% YoY a rsp o a 
FY20 began with an organic social strategy shift to prioritize overall A SSS Bis ae — = 


engagement and drive website conversions. However, due to COVID- @ thes ti ipicagiee inner ons 
19, content creation was positioned to reflect consumers’ inability or 


hesitancy to travel. 


visitmo « Follow 
Ty Perche Creek Bridge 


SPUR Saar + visitmo The Katy Trail is 240 miles 
p ? : lo ple : cecal ngest rail-trail in 
Ff the 


In March, the That’s My M-O campaign launched to rally consumers 
around virtual Missouri experiences. This resulted in the highest 
monthly engagement rate of the year (5.59%) anda 4% increase year 
over year (YoY). 


It spans the old route of the Mis 
Kans ra line (M-K-T, or 


trailheads and four fully restored 
se 25 depots, you can walk, bike 
r ride the whole thing. 


@travelawaitsnow named the 


Sere ba debe oe 
In Am for 


While COVID-19 impacted how people can travel, it had a smaller 
than expected impact on organic social channels due to the content 
shift taken. 


mi: @hcajandig 


QV A 


(® Liked by obaemeyer and 1,293 others 
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Paid Social Media MISSOURI 
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PAID PERFORMANCE WEBSITE TRAFFIC FROM PAID 3°. Visit Missouri 


Missouri brothers Parker and Jonah explore the 


660 HAS 7146 676 animal kingdom from their screen with Saint 
O J J Louis Zoos resident grizzly bears See More 
91,920,8%5 0.12% WEB USERS WEB SESSIONS = 


IMPRESSIONS CLICK-THROUGH RATE 


+30.34°%o YoY *29.11°%o YoY 





In partnership with evergreen social ads, the That’s My M-O campaign 
launched via social. The campaign drove more than 400,000 users to 

a microsite highlighting local- and attraction-oriented virtual experiences, 
while also asking consumers to identify their travel M-O. 


Running from May through June 30th, the Travel Guide paid social 
campaign drove close to 10,000 sign-ups and had an increased YoY 
conversion rate. While overall Travel Guide requests were down for the 
fiscal year, paid social proved to be an efficient channel to drive sign-ups. 





SITMO.COM 


What's Your M- se [ LEARN MORE | ViORE 
We might surprise you. 


VisitM0.com MISSOURI 
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WEBSITE TRAFFIC SESSIONS 


1,699,898 1,674,832 00:01:33 2,064,347 
USERS NEW USERS AVG. SESSION DURATION SESSIONS 


1.67 
PAGES / SESSION 


-1.61°%o YoY 


+1.97°%o YoY +2.29%o YoY -8.43°%o YoY -1.65°%o YoY 





Almost all KPI measurements remained flat YoY when 
comparing FY19 versus FY20. 





Average session duration saw a decrease, which can be a ee eg 
attributed to YoY decreases in both paid social and display, Previous Year: 74% 

and to the addition of That’s My M-O content, which o 
directed visitors to off-site, virtual experiences. Desktop (22 %) 


Previous Year: 20% 
These were the only channels to have lower engagement, 


but the larger volume of sessions generated hada Tablet (5 %) 


substantial impact on the site average. Praieus Vea Go. 


Device breakdown is relatively unchanged YoY, with an 


increase in desktop traffic and a slight decrease in total 
traffic from mobile devices. 


Percentage change reflects previous period (7/1/18 to 6/30/19). 


VisitMO.com 





Fiscal Year Traffic to VisitMO.com by Month 


FY 2019 FY 2020 % of Change 





2,098,972 2,064,347 -1.6% 


#ThatsMyMO 
Launched 


M@FYi9 § FY20 





600,000 


509,719 
502,308 


Travel Guide 
400,000 Ads Launched 





COVID-19 
944 515 Restrictions Began 253,820 256,376 


221,/22 






—_ 195,283 189396 196,764 
200,000 168,649 


136,138 








129,146 137,356 144,436 


| 126,087 
114,383 113,392 402,216 


88,175 









103,524 
















58.396 77,673 


43,608 90,237 











July August September Octeber November December January February March April May June 


Visits to the MDT website and marketing responses will always fluctuate due to seasonal travel patterns. 
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VisitMO.com/ThatsMyMO MISSURI 
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COVID-19 Impact and Response 


Like all of our messages, we changed our call to action #ThatsMyMO microsite 
from “visit now” to “plan for later” and showcased 
experiences that people could enjoy from home. SS 
| 7 ee 
We were able to direct visitors to the #ThatsMyMO hee 3 MISSOU RI 
microsite, which offered a curated list of activities ‘S58 sy he show 
that included museums holding virtual tours, makers SS Soa BS 
offering lessons online, lists of restaurants offering UT ata|m’cel6 hos-1a=>.4e) (eo) a= my -s-1e) 0] ee 
° © 9 e,e e k ° ° a © 
curbside service and activities for children. were bringing Missouri to you. 


- —— 


| 


To keep Missouri top of mind and provide travel- 
planning inspiration, a campaign including organic 
social, paid social and YouTube ads launched to 
increase requests in Travel Guides. 





Travel Guide MIsscURI 
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MDT conducted a Travel Guide study that helped focus production 

of the 2020 Official Missouri Travel Guide (pictured right), which won 
a Gold Hermes Creative Award — given to the creative industry's best 
publications, branding collateral, websites and videos as well as 
advertising, marketing and communication programs. 


Changing consumer sentiment about the safety of travel led to fewer 
requests for the Travel Guide. Overall requests were down 23.5% compared 
to FY19. 


Production on the 2021 Official Missouri Travel Guide (pictured below) 
began in FY20, and content was designed to focus on outdoor getaways, 


road trips and smaller towns. — 
MISSeaR| 
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Destination Marketing Organizations (DMOs) MISSOURI 


Partnerships ahde DIV LOXs enjoy the show 





Cooperative 
Marketing Program 


The Cooperative Marketing Program represented MDT BUDCET C0-0P AWARD 
the Division's second-largest investment (as it does 
each year). The funds are provided to Destination 9017 $20.714.990 $3 440 44] 
Marketing Organizations (DMOs) through three 
separate matching-grant programs, which provide 2018 $10,619,990 $1,803,981 
marketing, resources and partnership opportunities 
to increase visitation and visitor spending. 








2019 $15,262,233 $2,801,730 


2020 $13,419,116 $3,247,759 


Destination Marketing Organizations (DMOs) 


DIV LOW ot gu losh oletaloys mel cetk-/ altel 





41 counties were represented 
in the FY20 co-op 
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The Marketing Matching Grant (MMG) changed 
program guidelines to assist DMOs during this 
difficult time. Because these DMOs were no longer 
able to market their destinations as originally planned, 
MDT allowed earlier campaigns to be reimbursed. 


In July 2020, Gov. Parson announced the $15 million 
Show Me Strong DMO Funding Program, which 
included grant support for, among other things, 
COVID safety marketing and safety supplies for DMOs. 
This grant was administered by MDT’s Cooperative 
Marketing team. In all, 31 DMOs participated and $15 
million was distributed. 








A “SPIRITED” JOURNEY THROUGH # 
HOURS 


Saturday, October 10-i1iamtoépm ‘| 
Sunday, October 11 - Noon to 5pm 
Saturday, October 17 - 11am to 6pm 
Sunday, October 18 - Noon to 5pm 










Friday, October 23 - 5pm to 8pm 
Saturday, October 24 - 11am to 8pm : 


Sunday, October 25 - Noon to 5pm : y 
yt, ev, j y 7 


f 
\ 
‘ Me 
: [ J 
Our Legends will be wearing masks and | 
social distancing, we encourage our 
visitors to do the same 


MASK UP} 


ssn L Mes 
PTO anh 








FOGG 4 





So 


~~ ya 
— 54TH ANNUAL 








Maple Leak, Festiwal 


OCTOBER 2" - 24™.CARTHAGE | 


free masks & hand sanitizer available at Visitors Cente! 


ocial distancing encouraged 





vi, 
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FRONT-LINE AMBASSADORS 





Front-Line Ambassadors 


MISSOURI 
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Eagleville 


W | Rock Port 
~ : Ww) Laclede 
= W Hannibal 
N Kansas City c © Kansas City 
Downtown Kansas City rw Ws ey 
WW) 5S Kansas City | 
© Sedalia 
'W) St. Robert 
Conway West ® 
® Springfield 
Joplin ® 
© Pineville Ww) West Plains 


® Official Missourt Welcome Centers 


@® Affiliate Welcome Centers 


W St. Louis 


'W ae 


Official Missouri Welcome Centers 


312,396 total visitors served at Official Welcome Centers 


Increase of more than 5,000 visitors from prior year, largely 
due to being open on weekends through much of FY20 


COVID-19 Impact and Response 


Centers were closed from March 18-June 1, 2020 
Re-opening protocols established during closures 
Re-opening protocols implemented in phases on June 1 


COVID-related state budget restrictions led to closure of centers 
in Kansas City, St. Louis and Hannibal in Q1 and Q2 of FY21 


In Q2 of FY21, staff at centers in Rock Port, Joplin, Eagleville, 
Conway and Hayti began working reduced hours as part of 
expense-reduction efforts 
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CONNECTING WITH 
TOUR OPERATORS 








Connecting with Tour Operators MissouR! 


Vv 
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Travel Trade, COVID-19 Impact and Response 


This program works directly with professional travel providers — EVENTS 
tour operators and receptive operators — to influence travel in the 


domestic group and international markets. 
UK Sales Mission with Explore St. Louis, 
MDT and contracted vendor, Legacy Dimensions, completed Visit KC and Branson CVB 


a number of activities, including attending trade shows and 
conducting familiarization tours for international and domestic Student Youth Travel Association Convention 
travel trade/receptive tour operators and journalists. 


Like all other segments of the travel industry, the travel trade World Travel Market 


program was severely impacted by the pandemic. Several major trade 
shows, including US Travel Association's IPW, which is the largest 
in-bound international show in the United States, were canceled. Travel South USA International Showcase and 


NAJ Receptive Tour Operator Summit Orlando 


MDT continues to monitor this market to determine how to Familiarization Tours 
effectively use resources moving forward. 





Heritage Club International FAM Tour 
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MISSOURI FILM.OFFICE 





Missouri Film Office MISsefUR 
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Missouri Film Office BY THE NUMBERS 

Works to develop, coordinate and market the film 133 projects assisted in FY20 

industry and film-related activities in Missouri. The 

Film Office is the central point of contact for inquiries 1,445 images in database for location scouts to search 
concerning film, TV shows/segments, documentaries, 


commercials, web content and digital media. 3,600 professionals listed on cast/crew database 


Services in FY20 supported projects on ABC, Discovery, 38 film programs at Missouri colleges and universities 
HGTV, NBC and History Channel, as well as digital 
platforms such as Netflix, Facebook and YouTube. 





PROJECTS BY THE REGION 


ME Central (11%) 


COVID-related shutdowns and restrictions led 
toa 28% year-over-year decline in the number 


of projects for which assistance was provided. 
ME Northeast (44%) 


ME Northwest (35%) 
I) Southeast (3%) 





Southwest (7%) 
21 


Missouri Film Office MISSOURI 
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COVID-19 Impact and Response 


Due to COVID shutdowns and restrictions, many film festivals and events 
went online March-June, including KC Film Fest, FilmFest 4-H and 
Branson International Film Fest. 


The Film Office assisted with NBC’s “American Ninja Warrior” season, 
which filmed entirely in St. Louis and demonstrated how productions could 
be completed with proper COVID response and safety measures in place. 


Missouri Stories Scriptwriting Fellowship program went virtual and 
received 92 submissions, bringing the program's seven-year total to 410. 
The program is designed to encourage writers to craft stories and 
screenplays set in the Show-Me State. 
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County Tourism Spending, Employment, 


Property Tax and Co-Op Grant Awards 








ADAIR COUNTY 
ANDREW COUNTY 
ATCHISON COUNTY 
AUDRAIN COUNTY 
BARRY COUNTY 
BARTON COUNTY 
BATES COUNTY 
BENTON COUNTY 
BOLLINGER COUNTY 
BOONE COUNTY 
BUCHANAN COUNTY 


BUTLER COUNTY 






NAICS SPENDING EMPLOYMENT PROPERTY TAX 


$37,673,414.52 

sa 
$41,522,247.41 
§12,985,656.30 


COOP GRANT AWARDS 





$10,608.00 


$6,737,324.57 


$22,591,010.45 


§$12,665,772.06 
$386,864,651.62 10,328 
$181,164,121.87 


$76,364,590.09 1,800 $1,275,339.57 


$18,626,626.38 $9,200.00 
$4,142,265.98 
$113,779.00 


$147,395.00 


$35,465.00 


MISSOURI 
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COUNTIES WITH GRANT SHARING 


Includes Carter and Wayne counties 
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CALDWELL COUNTY 


CALLAWAY COUNTY 


CAMDEN COUNTY 


CAPE GIRARDEAU COUNTY 


CARROLL COUNTY 


CARTER COUNTY 


CASS COUNTY 


CEDAR COUNTY 


CHARITON COUNTY 


CHRISTIAN COUNTY 


CLARK COUNTY 


CLAY COUNTY 


CLINTON COUNTY 


COLE COUNTY 


COOPER COUNTY 


CRAWFORD COUNTY 


NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


sie 8) SONS 
ee 
$190,068,635.39 $55,493.00 
$5,912,922.00 Included in Butler County’s total 
$95,543,709.96 Included in Greene County’s total 
$465,840,075.21 $223,846.00 
$143,820,142.14 $64,791.00 
§21,285,770.71 $6,000.00 


13] 
$29,832,097.38 006 $471,885.84 $11,153.00 


COUNTIES WITH GRANT SHARING 


Includes Miller and Morgan counties 


Includes Ray County 
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DADE COUNTY 


DALLAS COUNTY 


DAVIESS COUNTY 


DEKALB COUNTY 


DENT COUNTY 


DOUGLAS COUNTY 


DUNKLIN COUNTY 


FRANKLIN COUNTY 


GASCONADE COUNTY 


GENTRY COUNTY 


GREENE COUNTY 


GRUNDY COUNTY 


HARRISON COUNTY 


HENRY COUNTY 


HICKORY COUNTY 


HOLT COUNTY 


NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


sans SSI 
seas) asm 
swims) wn 
§734,247,905.37 $351,600.00 

T] 


$19,875.00 


$25,436.00 


$6,071,320.52 $444,127.17 


$6,296,942.95 $132,730.74 


COUNTIES WITH GRANT SHARING 


Includes Christian and Polk counties 


32 






HOWARD COUNTY 
HOWELL COUNTY 
IRON COUNTY 
JACKSON COUNTY 
JASPER COUNTY 
JEFFERSON COUNTY 
JOHNSON COUNTY 
KNOX COUNTY 
LACLEDE COUNTY 
LAFAYETTE COUNTY 
LAWRENCE COUNTY 
LEWIS COUNTY 
LINCOLN COUNTY 


LINN COUNTY 


LIVINGSTON COUNTY 


MACON COUNTY 


NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


snes SM 
wtseaen | ae) emi 
wma) mame 
§1,969,827,525.18 $337,000.00 
$59,331,860.65 $29,500.00 
§29,827,998.50 $9,244.00 
$18,991,685.73 $3,000.00 
52] 


$20,384,848.02 $609,343.15 


$40,409.00 


$32,375.00 


COUNTIES WITH GRANT SHARING 






MADISON COUNTY 


MARIES COUNTY 


MARION COUNTY 


MCDONALD COUNTY 


MERGER COUNTY 


MILLER COUNTY 


MISSISSIPPI COUNTY 


MONITEAU COUNTY 


MONROE COUNTY 


MONTGOMERY COUNTY 


MORGAN COUNTY 


NEW MADRID COUNTY 


NEWTON COUNTY 


NODAWAY COUNTY 


OREGON COUNTY 


OSAGE COUNTY 


NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


seman) mm) saan) 

aman) em 

ae 
= 


$472,848.10 


$41,/34,305.08 Included in Camden County’s total 


$26,632,823.35 
180 


$6,968,729.39 $119,687.19 


$7,208,/52.19 


§24,952,569.59 Included in Camden County’s total 


$15,414.00 


COUNTIES WITH GRANT SHARING 





Includes Ralls County 
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OZARK COUNTY 


PEMISCOT COUNTY 


PERRY GOUNTY 


PETTIS COUNTY 


PHELPS COUNTY 


PIKE COUNTY 


PLATTE COUNTY 


POLK COUNTY 


PULASKI COUNTY 


PUTNAM COUNTY 


RALLS COUNTY 


RANDOLPH COUNTY 


RAY COUNTY 


REYNOLDS COUNTY 


RIPLEY COUNTY 


SALINE COUNTY 


NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


ee 

ee 
$72,987,639.93 $1,209,804.28 $22,000.00 
$83,268,139.67 $3,000.00 

$282,080,659.29 $26,750.00 

$29,507,470.82 Included with Greene County's total 

$73,806,885.54 $71,500.00 

$5,184,023.01 Included in Marion County's total 

se) sn 

9 167. 

11 

a) 

8] 


1 
$30,255,032.78 $10,900.00 
$13,284,519.21 Included with Clay County’s total 
1 
6 
5 


$3,960,320.94 at $250,469.66 
$6,968,760.96 $145,473.48 


$22,688,832.73 


$439,591.78 


COUNTIES WITH GRANT SHARING 
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SCHUYLER COUNTY 


SCOTLAND COUNTY 


SCOTT COUNTY 


SHANNON COUNTY 


SHELBY COUNTY 


ST CHARLES COUNTY 


ST CLAIR COUNTY 


ST FRANCOIS COUNTY 


ST LOUIS CITY 


ST LOUIS COUNTY 


STE GENEVIEVE COUNTY 


STODDARD COUNTY 


STONE COUNTY 


SULLIVAN COUNTY 


TANEY COUNTY 


TEXAS COUNTY 


NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


ee 
osm) 
ee 
$1,243,051,939.96 Included in St. Louis County's total 
$2,398,317,406.43 $387,200.00 


112 
$15,901,942.40 312 $260,502.09 


$246,600.00 


$23,960.00 


$229,198.00 


$351,600.00 


COUNTIES WITH GRANT SHARING 


Includes St. Louis city, Maryland Heights 
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NAICS SPENDING EMPLOYMENT PROPERTY TAX COOP GRANT AWARDS 


TOTAL $12,635,200,803.39 279,602 $303,194,785.86 $3,247,759.00 


COUNTIES WITH GRANT SHARING 


3] 








